Summary: This study shows that in order to successfully reach the Hispanic demographic in the United States, in addition to using both English and Spanish through code switching, code mixing or what is popularly known as Spanglish, an appeal to culture must also be used.
their mother tongue, inserting Spanish terms in a dialog is considered a good tactic to temper a heated negotiation (Rojas Marcos 2003) . Cassinello (2004) has written about Latinos:
Initial data suggest that we are dealing with an exceptionally dynamic sociological reality. New information comes in all the time, and patterns shift rapidly, which obliges us to constantly renew our changing analysis and expectations. As already seen, this includes the fact that the actual demographic volume is changing with surprising speed. And this mutable, variable character tends to perpetuate itself through constant shifts from one situation to another, a consequence in turn of the continued migratory wave, which itself is the result of the proximity and ease of transportation.
For that reason, advertisers must find a way to reach a Hispanic market that is in full-on development. In addition to finding linguistic strategies, this advertising must reflect Latino identity and potentially present universal messages that the entire population can recognize (Carrillo Durán 2007) , and of course be free of prejudice.
Characteristics of the Latino groups in the United States
One very important characteristic of Latino groups in the United States, which differentiates them from the American population and cannot be ignored, is youth (Álvarez and Barberena 2008) . According to data from these authors, the average age among Hispanics is 28 years old (the average among the rest of the US population is 37). Additionally, the average age of Hispanics who were born in the United States is 17. With respect to country of origin, two out of every three Hispanics (65%) are Mexican, followed at a distance by Puerto Ricans, Cubans and Dominicans. Furthermore, 60.1 percent of Hispanics were born in the United States, which is why it is incorrect, the authors explain, to consider them foreigners. Regardless, according to this study, speaking Spanish, in its different forms, is not an indispensable requirement for a person to self-identify as Hispanic: three out of four Hispanics speak mostly Spanish at home, while 22 percent only speak English at home.
As these data show, Spanish is the main language, but the use of English increases "as circumstances dictate, since it is more commonly used at work" (Álvarez and Barberena 2008: 2) . Fifty-three percent are bilingual, i.e. they state that they speak both Spanish and English "very well" or "well", while 60.7 percent of Hispanics say that they speak English very well or only speak English.
Unfortunately, one of the aspects that most differentiates Spanish-speaking Americans from the rest of the English-speaking population is education. "While 23.8 percent of Hispanics age 25 or older have completed fewer than nine years of schooling, among the entire population of the United States this percentage is just 6.5%" (Álvarez and Barberena 2008: 2-3) .
With respect to culture, a poll taken by impreMedia (2010), the leading Hispanic news and information company, shows that 63 percent of Latinos interviewed responded that in the United States, both Spanish culture and language are more accepted now than they were five years ago. This poll explains, for example, that the influence on the culture of Latino communities can be seen in the types of foods found in the United States, in the music that radio stations play, and in the sports and the type of products that consumers buy. Latinos who answered the poll in Spanish indicated "viewing the future with more optimism" than those who had answered in English (impreMedia 2010). Furthermore, 67 percent of those polled stated that "the culture and tradition brought with them from their countries is very important to them and they plan on raising their children within those traditions. When participants were asked if they are proud to be Latinos, 72 percent said yes" (impreMedia 2010; Betti 2013 should not produce advertising for immigrants and advertising for the rest of the population (Álvarez Ruiz et al. 2009) , as it has for some time, but rather advertisers need to consider these communities as an integral part of the United
States. In fact, Millennials search for the best prices online as well as in brick and mortar stores, and that is why they are more open to sales from brands and messages from advertisers about products and services (Sebreros 2014 underestimate "the importance of its size, singularity and value" (Nielsen 2012: 1) need to be recognized, which is why one must take into consideration that:
• Latinos are essential to a business' success, rather than a marginal niche.
• The rapid growth of the Latino population will continue, even if immigration is completely interrupted.
• Latinos have acquired significant purchasing power, despite perceptions to the contrary.
• As the largest immigrant group, Hispanics are able to maintain their culture significantly and will not disappear into the American cultural melting pot.
• Their use of technology and media is not a faithful reflection of the general market, but rather the patterns are different owing to language, culture and dynamics properties.
• Latinos have different consumption patterns and do not buy in the same manner as the market in general.
Therefore, advertisers who want better commercial success must focus their attention on these specific segments of Latino society. Indeed, market-study specialists should attract a specific target group, without stereotyping Hispanics Assumes that consumers have knowledge, a conscience, and basic experience regarding products, services and brands. This assumption is not necessarily valid when the market to whom marketing actions are focused consists of individuals who were born or raised in another country and have limited knowledge of the market and retail systems. Due to the fact that the American Hispanic market has been growing exponentially as a consequence of foreign immigration, one must take into account the variable of those born outside of the United States vs. those who were born inside the United States. Furthermore, as mentioned elsewhere, the American economy will continue to attract new immigrants. This continued growth of the Latino population born both in and out of the United States demands a practical tool that manages the existing diversity among them.
For his part, Solomon (2002) observed a few years ago that 35 percent of Hispanics born in the United States were under the age of 18 "and more than 20 percent of all those who will be born in the future will be the children of Hispanic mothers and will grow up bilingual and bicultural." These young Latinos have a great deal in common with American youth. Solomon called them the "the 'Ñ culture' generation", which is to say, the generation that may experience the best of both worlds. This author also found that Spanish in advertising is the language preferred by the majority of Hispanic "parents and grandparents who will have basic and significant influence on minors" (Solomon 2002 population, it is a code that culturally connects with the target market" (Roman 2005 ). Roman stresses that using Spanglish in advertising is a sign not only of belonging to both worlds, but also to the same 'emotional realm':
It is a code that only Hispanics understand, and is uniquely ours. Just as some Hispanics researched in Korzenny and Korzenny noted that they have an emotional connection with the Spanish language, U.S. Hispanics identify with Spanglish because it is something that we can only speak with other Hispanics. The same way that the English and Spanish languages have emotional connotations; words in Spanglish do, too. For older U.S. born Hispanics, it may remind them of their childhood when mom made arroz con pollo for their birthday and the kids who barely spoke Spanish in their homes ate it as if it was their favorite. Spanglish is also suggestive of the duality that U.S. Hispanics grow up with. We are never one, or the other; we are both (Roman 2005 ).
There are academics who argue that the language for advertising is currently not Spanish or English; rather culture is the new medium to be used in ads, and
Spanglish will grow in importance, because this is an expressive strategy that 'speaks to both worlds.' Advertisers must appeal to these Hispanic groups using Hyundai and Corona release different versions for the same ad campaign, one in English and the other in Spanish, while others like Dish or ESPN went more for "Spanglish," mixing words and phrases in both English and Spanish in the same ad. The key is to identify a universal message that is capable of capturing the attention of both audiences. For beer brand Corona, the bilingual nature of its consumers is the perfect opportunity to advertise across a much broader range of media, not just through Hispanic media, like it had traditionally. This is how promotional channels are broadening their ability to reach consumers over time. Latino purchasing power With their purchasing power they are the most important minority to the country's economy, and advertisers and their agencies are looking for a better solution to reach these consumers. 3 It is a broad group who can now be studied as a "target audience" by brands to tailor their branding messages to them. It is important not to view them simply as a target market, because it is a culturally complex group with very different sets of behavior, owing to variables like generation, country of origin, class, sex and age (Álvarez Ruiz et al. 2009 ). The biggest mistake made by advertising experts and market-watchers would therefore be to consider Hispanics as a homogeneous, compact group, given that they contain different levels of acculturation, create different relationships within American society, and have different perceptions of themselves (Noya et al. 2008; Betti 2008) .
Another key aspect to take into consideration is linguistics; the Hispanic community is in fact comprised of English speakers, Spanish speakers, and bilinguals (more or less 'balanced') (Betti 2013) . Back in 2000, Sergio Plaza
Cerezo had already noted that:
A language and a culture define a certain degree of specificity of the tastes and preferences of Hispanic consumers in the United States. Shopping centers tailored to the Hispanic public are growing. For example, "Plaza Fiesta" is about to open its doors in Atlanta with hundreds of Latino stores. Within this context, large companies are starting to discover the potential of the Hispanic market, expanding their advertising budgets for this sector, which favors bilingualism. They have discovered that Hispanics are consumers who exist beyond just being workers. As the number of Latino families with medium to high purchasing power continues to grow, we are seeing that Latinos comprise the fastest growing consumer segment, with a demand for countless goods and services. For example, that factor plus the overwhelmingly young population explains why their movie-ticket demand grew some 22 percent in 1997, way above the average. Hollywood will have to respond by including more Latino actors so that Hispanics can identity more closely with their productions.
Culture in advertising
Advertising directed at Hispanics in the United States should therefore include cultural elements that both represent and interest them, for example, the importance of family, food or music, and gestures like greeting people with kisses and hugs (López-Knowles 2008), but without stereotyping them. Indeed, advertising aimed at Hispanics was traditionally in Spanish and employed Spanish taglines, stereotypes and clichés, based solely upon linguistics (EFE 2012) . That all seems to be going away these days, and we are already seeing higher quality, more creativity, and a higher number of ads that better represent them than a few years ago. To millennials, the younger generations, ads address This fun scene exemplifies the dynamic between older and younger Hispanic generations and illustrates how older generations are replacing home remedies with modern products that are designed to make household tasks easier, like washing clothes. Although the television spots in English and Spanish are different, the strategy and message in general are consistent. The differences reflect the contextual importance, for example in the commercial for the English markets, the grandmother asks the granddaughter to translate to the audience what she is saying.
AT&T, for example, in a bid to attract younger consumers in the United States, has introduced radio and television ads in both languages, and in Spanglish, creating dedicated pages on millennials' favorite websites (Martínez 2014) .
Catherine Borda, director of youth marketing at AT&T, notes that "bilingual spots show above all the company's attempt to focus on the 'emotional benefit' of Therefore, thanks to this new set of strategies, it is possible to approach this group through more complex messages that do not merely take different linguistic aspects into account, but rather address cultural aspects, and all of the experiences and similarities that Latinos share.
